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Background 
 As the state’s destination marketing organization, Wyoming Travel & Tourism (WTT) targets 

potential visitors in a leisure advertising campaign. While dollars are invested throughout the year, 
the primary focus of the dollars is in the spring and summer, with more than $5 million invested 
between April and September.  

 To be accountable for the dollars invested in the campaign, WTT has contracted with Strategic 
Marketing & Research, Inc., (SMARI) to conduct research that quantifies the impact of its 
advertising. This research is conducted in multiple waves. The first wave was an evaluation of the 
reach of the advertising, while this second wave measures the impact on travel and the resultant 
economic impact and return on investment (ROI).  

 The goal of this research is to not only provide an overview of the results of the campaign, but 
also to forward recommendations for future refinements. The following report details a number of 
topics, including: 

• The number of incremental trips generated by the advertising; 
• The effectiveness of the marketing at reaching the target audience;  
• The resultant economic impact and return on investment of the campaign; and  
• Recommendations for refining the marketing effort.  
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Methodology 
 SMARI has developed a research methodology based on how consumers make their travel 

decisions. The chart below outlines each step of the process and the measure used to evaluate 
the effectiveness of a destination’s marketing efforts.  
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Exposure               Advertising Awareness 

Messaging             Creative Evaluation 

Shift in Attitudes  Comparative Image Assessments 

Build Interest       Comparative Interest in Visitation 

Generate Travel  Incremental Travel 

 The first wave of research focused on 
the initial four steps of the process 
through measures of advertising 
awareness, creative evaluation, 
campaign impact on perceptions, and 
campaign impact on interest in 
visitation.  

 This ROI wave focuses on the final 
step: measuring the level of travel that 
would not have occurred without the 
marketing campaign. 
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Background & Methodology 
 Because the advertising effectiveness methodology requires respondents to view the actual ads in 

order to gauge awareness, SMARI developed, programmed and housed an online survey. National 
sample vendors provided a link to the survey to potential respondents in WTT’s target markets. 
The following are DMAs included in WTT’s targeted markets: 
 
 
 
 
 
 
 
 
 
 
 
 

 An online survey was fielded in December 2013 and January 2014 and received 1,470 responses. 
However, in order for the process to yield more accurate results, the ROI and Visitor Profile 
processes were combined. Through this, more than 5,600 interviews were conducted to 
determine incremental travel, and the visitor results in this report are based on 554 total 
interviews.  

 The following is a summary of the key findings from the research. 
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Market ROI  
Interviews 

Incremental 
Travel  

Interviews 

Visitor Data  
Interviews 

Adjacent 500 1,790 282 
Core 372 884 41 
Chicago 269 347 15 
National 329 2,579 216 
Total 1,470 5,600 554 

 Adjacent: Salt Lake City, UT; Denver, CO; Billings, 
MT; Idaho Falls, ID; Butte/Bozeman, MT; Boise, ID; 
Colorado City, CO; and Rapid City, SD 

 Core Markets: Kansas City, MO; Omaha, NE; 
Madison, WI; Minneapolis, MN; Wichita, KS; 
Milwaukee, WI; St. Louis, MO; Oklahoma City, OK; 
Tulsa, OK; and Portland, OR 

 Chicago 
 National: All other U.S. markets not included in those 

above 
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Awareness Review 



Advertising Campaign 
 The Roam Free campaign that debuted in 

2011 was continued in the Core and 
National markets, with an additional TV 
spot, Imaginary Flight, being introduced. 
In Chicago and select Core markets, 
outdoor was placed as well.  

 The Adjacent market TV was a 
continuation of previous creative, but 
new stylized graphics were introduced 
with the Road Trips message. This 
included outdoor in the form of 
billboards, pump toppers and stickers as 
well as online.  

 While the budget dedicated to the Core 
markets increased, the overall spending 
on the 2013 spring/summer campaign 
declined slightly.  
 

6 smari.com February 2014 

2012 2013 % change 
Adjacent $1,385,390  $1,390,385  0% 
Core $1,842,267  $2,038,853  11% 
Chicago $1,278,064  $1,209,786  -5% 
National  $1,037,197  $741,171  -29% 
Total $5,542,918  $5,380,195  -3% 



Advertising Awareness 
 In the awareness wave of this evaluation, WTT’s 

recall surpassed SMARI’s anticipated level of 
awareness given the number of households 
targeted and the resources available.  

 In the Adjacent and Core markets, awareness 
was able to maintain its previous levels, even 
with the introduction of some new creative.  

 The National audience only has the ability to be 
exposed to print and online. With fewer dollars 
allocated here, awareness fell.  

 While awareness in Chicago increased, there 
was some concern that the cost per aware 
household here could indicate overspending and 
WTT might be able to generate a strong level of 
recall with less investment.  

 Of note is that the number of targeted 
households has increased from the previous 
year, with more consumers willing to consider 
overnight leisure travel.  
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70% 
61% 63% 

39% 

70% 
61% 65% 

34% 

Adjacent Core Chicago National

Awareness by Market 

2012 2013

Efficiency   Adjacent Core Chicago National  Total  

Targeted HHs 2,874,275 6,994,276 2,853,468 81,723,501 94,445,520 
Awareness 70% 61% 65% 34% 38% 
Aware HHs 2,017,703 4,266,509 1,854,754 27,687,743 35,826,709 
Spending $1,390,385  $2,038,853  $1,209,786  $741,171  $5,380,195  
Cost per 
Aware $0.69  $0.48  $0.65  $0.03  $0.15  



Advertising Awareness 
 Though WTT buys media in market groups of Adjacent and Core (which includes Chicago), it is 

useful to look at these markets as a whole as well. These are markets where WTT places TV, and 
they are especially important as this is where WTT invests a considerable amount of resources and 
where the organization has identified markets with the greatest propensity to travel. As only 
traveling households are considered targets of the marketing, this can fluctuate from year to year. 
Though the markets receiving TV did not change from 2012, more households are willing to 
consider overnight leisure travel this year. So though awareness in markets receiving TV increased 
only slightly, this resulted in nearly 1 million more aware households across these markets.  

 Similarly, though overall awareness including the national audience fell, with the increase in overall 
interest in leisure travel, the number of aware households did not fall as significantly. The cost per 
aware household is a useful measure of efficiency, and though there were slightly fewer aware 
households, there was also less investment, thus the cost per aware household is unchanged. 
SMARI measures the effectiveness of DMO campaigns across the country and has found that for 
those targeting a national audience, efficient campaigns have a cost per aware household of $0.25 
or less. With a CPH of $0.15, the WTT spring/summer campaign is performing quite well.  
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TV Markets’ Awareness 
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TV Markets 2011 2012 2013 
Awareness  56% 63% 64% 
Aware Households  6,409,419  7,222,263  8,138,966  
Spending  $4,539,541 $4,505,721 $4,639,024 
Cost per Aware HH  $0.71 $0.62 $0.57 

  Overall Awareness 2011 2012 2013 
Awareness  29% 41% 38% 
Aware HHs   26,586,467  36,761,428  35,826,709  
Spending  $4,536,369  $5,542,918  $5,380,195 
Cost/Aware HH   $0.17  $0.15  $0.15 

Total Advertising Awareness 



Creative Review 



Creative Evaluation 
 Not only must a campaign generate awareness, 

but it should also communicate desired 
messages in order to drive travel. Through the 
evaluation of hundreds of destination marketing 
campaigns, SMARI has established a number of 
benchmarks related to the advertising creative.  

 After viewing all of the ads, respondents were 
asked to rate attributes using a 5-point scale 
where 5 = “strongly agree” and 1 = “strongly 
disagree.” 

 There are two types of attributes related to 
advertising creative – those that communicate 
particular messages about the destination and 
those that encourage the consumer to take an 
action. The benchmarks developed are based on 
the communication attributes of DMO 
advertising. However, impact attributes have a 
more difficult time meeting this mark as they 
require action from a consumer, which is harder 
than communicating a desired message.  
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4.0 
•Excellent 
•Rating is in the top 10% of all campaigns 

3.75 
•Goal 
•Ratings in in the top 25% of all campaigns 

3.5 
•Good 
•Rating is average compared to historic norms 

3.0 
•Neutral 
•Ratings is below average of all campaigns 

< 3.0 
•Weak 
•Ratings in the bottom 15% of all campaigns 

3.75 
•Excellent 
•Rating is in the top 10% of all campaigns 

3.5 
•Goal 
•Ratings in in the top 25% of all campaigns 

3.3 
•Good 
•Rating is average compared to historic norms 

< 3.0 
•Weak 
•Ratings in the bottom 15% of all campaigns 

Impact Ratings 

Communication Ratings 
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4.1 

4.1 

4.0 

4.1 

4.0 

4.0 

3.9 

3.9 

3.8 

3.9 

3.8 

3.9 

3.8 

3.9 

3.7 

3.8 

2.50 2.75 3.00 3.25 3.50 3.75 4.00 4.25 4.50

Indulge passion for the outdoors

2012

2013

Escape to the comfort of the wide open spaces

2012

2013

Seek out adventure

2012

2013

Relax in peace and quiet

2012

2013

Experience new places and things

2012

2013

Enjoy authentic Western adventure

2012

2013

American road trip west

2012

2013

Expand your understanding of western culture

2012

2013

  Weak              < Average      Average     Goal         Excellent 

Creative Evaluation – Communication 
 WTT continually puts 

out some of the best 
destination 
marketing creative, 
consistently meeting 
or exceeding these 
established 
benchmarks. The 
2013 campaign 
builds upon past 
success, with all 
communication 
attributes exceeding 
the goal of 3.75, and 
all improving on the 
previous measure.  
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3.4 

3.5 

3.4 

3.5 

3.2 

3.3 

2.50 2.75 3.00 3.25 3.50 3.75 4.00 4.25 4.50

Want to visit the state

2012

2013

Want to learn more about things to see and do

2012

2013

Want to go to the state website

2012

2013

< Average       Average     Goal         Excellent 

Creative Evaluation – Impact 
 As impact attributes are more 

difficult to generate, the goal for 
shifts to 3.5, which two of the three 
attributes meet.  

 The campaign’s creative is on 
target for both communicating the 
desired attributes and for 
encouraging consumers to take 
action.  
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Impact of the Advertising 



9.1% 

1.4% 1.3% 1.8% 

16.3% 

5.1% 
6.3% 

2.3% 

Adjacent Core Chicago National

Unaware Aware

Impact of the Advertising 
 The methodology for measuring the impact of destination advertising relies on establishing a base 

rate of travel. Certainly, there would be travel to Wyoming even without any paid advertising. 
Thus not all visitation, or even visitation by aware households, is attributable to the ads. In this 
evaluation, the level of travel among unaware households is considered the base and what the 
state would see without the marketing campaign. Accordingly, any travel above that base by 
aware households is what is considered influenced. As such, this is a very conservative measure 
of influence.  
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7.2% 3.7% 5.0%                0.5% 
 Both the Adjacent and Core markets have significant 

incremental travel for 2013. Given that there has 
been little incremental travel from these markets in 
recent years and there was an uptick in the overall 
number of leisure visitors, there was likely pent up 
demand for the type of trip Wyoming offers these 
markets.  

 While there is a slight increment among the National 
audience, this is not where WTT focuses its 
resources.  

Impact on Travel 
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Incremental Travel 
 The level of recall is determined through the first wave of interviewing. SMARI has found that 

awareness is strongest at the conclusion of a campaign when the creative is fresh in consumers’ 
minds. The further time that has elapsed from the media buy, awareness can wane. Thus the 
previous level of awareness is applied to each of the markets. Given awareness and the level of 
incremental travel each market garnered, the campaign generated more than 525,000 trips from 
households that would not have visited if not for the WTT investment.  

 Though the overall budget decreased slightly, there was more investment in the Core markets, 
which is where the most incremental trips originated.  
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Incremental Travel 

February 2014 

   Adjacent   Core   Chicago   National    Total  

 Targeted HHs  2,874,275  6,994,276  2,853,468  81,723,501  94,445,520  

 Awareness  70% 61% 65% 34% 38% 

 Aware HHs  2,017,703  4,266,509  1,854,754  27,687,743  35,826,709  

 Incremental Travel  7.2% 3.7% 5.0% 0.5% 1.5% 

 Incremental Trips  145,988  158,860  93,452  129,635  527,935  



Repeat Travel 
 In addition to generating incremental trips, advertising can also encourage households to take 

more than one trip. With high rates of unaware travel, generating incremental trips in the 
Adjacent markets has been difficult for some time. However, WTT has continually been able to 
encourage visitors from these markets to make more than one trip through the use of advertising.  

 In the Adjacent markets, those who were aware of the ads took 0.23 more trips than those who 
were unaware. 

 And not only were the Core markets able to generate the most incremental trips, but they were 
also able to encourage visitors to make multiple trips, with those aware taking 0.34 more trips 
than those who were unaware.  
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Repeat Trips Attributable to Ads 
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Repeat Trips Adjacent Core 

Qualified HHs 2,874,275 6,994,276 

Awareness 70% 61% 

Aware HHs 2,017,703 4,266,509 

Travel by Aware 16% 4% 

Aware Traveling HH 328,653  170,138  

Influenced repeat trips 0.23 0.34 

Total repeat trips 76,649  57,215  



Influenced Travel 
 The number of trips the WTT campaign has influenced has continued to grow in recent years. 

While this is good, it is especially encouraging that most of these trips came from the markets 
where the organization invests most of its resources. The TV markets, Adjacent and Core 
(including Chicago), make up 80% of the trips the campaign has influenced, which has not been 
the case in recent years.  

 Though the National audience is sizable and any level of incremental travel can generate 
significant trips, as WTT’s resources become more limited, where these are allocated has to be 
more focused. It is good to see that even with limited impact from the National markets, WTT’s 
leisure marketing can influence a significant number of trips from a smaller geographic target.  
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Total Number of Influenced Trips 

February 2014 

2011 2012 2013 

Incremental trips TV markets  252,066 85,422     398,300  

Incremental trips national markets  291,560 456,719     129,635  

Repeat trips  40,033 52,078     133,863  

Total influenced trips  583,659 594,218     661,798  



Impact of the Advertising 
 Incremental travel and the 

number of influenced trips 
grew significantly from the 
Adjacent and Core markets. 
Here, WTT made more 
targeted investments in the 
Core markets and introduced 
new creative that received 
strong ratings. And though the 
Road Trips campaign had 
struggled in recent years, 
those in the Adjacent markets 
responded quite favorably to 
the new stylized creative.  
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Economic Impact 



Economic Impact 
 Given the average level of trip spending ($1,092), the campaign brought nearly $725 million in 

visitor spending to the state that would not have occurred without the media investment. As 
SMARI sees an average ROI in the $50-$100 range, all of the target markets are performing quite 
well.  

 As was raised in the awareness wave, the cost per aware household in Chicago indicates slightly 
less investment could garner similar results. And while the market is performing well, it has the 
lowest ROI of the target markets, which can be another indication that WTT is overspending here.  
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Adjacent Core Chicago National  Total 

Incremental Trips 145,988  158,860  93,452  129,635  527,935  

Repeat Trips 76,649  57,215  133,863  

Total Influenced Trips 222,636  216,075  93,452  129,635  661,798  

Economic Impact $243,118,941 $235,953,861 $102,049,827 $141,560,937 $722,683,566 

Media Spending $1,390,385 $2,038,853 $1,209,786 $741,171 $5,380,195 

ROI $175 $116 $84 $191 $134 
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Economic Impact 
 The Adjacent markets responded remarkably 

well to the Road Trips creative that was 
introduced for 2013. While WTT has struggled 
to make an impact in these nearby markets in 
recent years, they performed considerably well, 
bringing in more than three times as much 
economic impact as the previous year. 

 The Core markets, where WTT increased its 
investment, returned good results as well, with 
significantly more impact than the market has 
returned previously. Here, and specifically in 
Chicago, WTT has focused resources for a 
number of years, and it paid off tremendously. 
Though these markets have been targets for 
five years, they have been tumultuous ones in 
the US economy. With stabilization, these 
markets are fulfilling pent up demand that WTT 
has built over the years.  

 The National market, however, is now willing to 
consider other types of trips as well, which 
results in less impact from this broad audience. 
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Adjacent Markets  2011 2012 2013 
Aware HH  1,329,841 1,824,012 2,017,703  
Total impacted trips   79,659 59,081 222,636  
Spending  $1,116  $1,154  $1,092 
Economic impact   $88,905,909  $68,190,662  $243,118,941 

Core 2011 2012 2013 
Aware HH  3,700,390 3,674,257 4,266,509 
Total impacted trips   147,148 31,317 216,075  
Spending  $1,116  $1,154  $1,092 
Economic impact   $164,217,168  $36,139,818  $235,953,861 

Chicago 2011 2012 2013 
Aware HH  1,355,860 1,723,994 1,854,754 
Total impacted trips   65,292 47,102 93,452  
Spending  $1,116  $1,154  $1,092 
Economic impact   $72,865,872  $54,355,708  $102,049,827 

National 2011 2012 2013 
Aware HH  19,907,878 31,050,326 27,687,743  
Total impacted trips   291,560 456,719 129,635 
Spending  $1,116  $1,154  $1,092 
Economic impact   $325,404,240  $527,144,173  $141,560,937 



Economic Impact 
 With more influenced trips, especially repeat trips in the Adjacent and Core markets, Wyoming 

Travel & Tourism was able to generate nearly $725 million in visitor spending. This, combined 
with a slightly smaller budget than the previous year, results in a return on investment of $134. 
This is above the average SMARI sees for state DMOs and is within the range WTT has garnered 
in recent years.  

 However, the increased economic impact means more dollars are returned to the state in the 
form of tax revenue. With nearly $30 million back in state coffers, that represents a tax return on 
investment of $5.51 for every $1 WTT spent on the spring/summer media campaign.  
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Total Economic Impact 2011 2012 2013 
Incremental trips   543,626 542,140 527,935  
Repeat trips  40,033 52,078 133,863  
Total influenced trips  583,659 594,218 661,798  
Economic impact  $651,410,217  $685,845,643  $722,683,566 
Expenditures $4,539,541  $5,542,918  $5,380,195 
ROI $143  $124  $134 
Taxes generated  $26,707,819  $28,119,671  $29,630,026  
Tax ROI $5.88  $5.07  $5.51  



Insights 



Insights 
 With more targeted spending and the introduction of highly-rated 

creative, Wyoming Travel and Tourism was able to increase the 
number of influenced trips and the campaign’s economic impact. 
The 2013 campaign returned: 
 Visitor spending of nearly $725 million, up from $685 million in 2012; 
 Over 610,000 influenced trips, many of those through repeat travel from the 

Adjacent and Core markets; 
 A return on investment of $134 for every $1 spent in paid media, up from 

$124. 
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Media 
Mix 

Creative Markets 

 Destination marketing relies on finding the right mix of markets, media and creative, all of which 
Wyoming Travel & Tourism did for the 2013 campaign. However, there are opportunities for 
continued refinement. 

 Markets: WTT has spent numerous years targeting the Adjacent and Core markets, especially 
Chicago. While this has been a frustrating exercise for many years, it has paid off considerably for 
2013. The adherence to these markets was difficult when at times there was little return. But WTT 
has inserted itself in these market’s consideration set, something it was not a part of five plus 
years ago. Given this, especially in Chicago, it could be possible to pull back on the investment. 
This is not to say the markets should be abandoned. But the cost per aware household and the 
ROI in Chicago indicate WTT may be able to generate similar results with slightly less investment.  

 Creative: Wyoming Travel & Tourism consistently puts out some of the highest rated creative of all 
the DMOs SMARI works with. The ratings are in the top 10% within nearly every attribute.  
 
 
 
 



Insights 
 However, in the first wave of the ad effectiveness process, SMARI found that the online ad rating 

lagged the other media. As the National audience only has the ability to be exposed to print and 
online elements, enhancements to online could improve performance from this expanded 
audience.  

 Media Mix: Again, in the awareness wave, we saw that there was strong media overlap in the 
Adjacent and Core markets where WTT focuses its investment. In the Adjacent markets with the 
Road Trips campaign, there were numerous non-traditional components such as the stickers and 
pump toppers. This mix was successful at generating both interest and travel. The strong 
performance from the Adjacent markets is likely attributable to considerable overlap, as those 
who are aware of only one form of the Wyoming campaign are not much more likely to consider 
visiting than those who are unaware. Incorporating additional elements of the campaign likely 
contributed to the strong incremental and repeat travel in the Adjacent markets.  
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Appendix – Questionnaire 



Questionnaire 
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Questionnaire 
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Questionnaire 
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Questionnaire 
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